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An AICPA publication for the local firm
PROFITABLE CLIENT DEVELOPMENT ATTITUDES
The objectives of changing partner and staff atti­
tudes toward client development are to provide bet­
ter service to the clients and to improve the 
profitability of one's own firm. The following com­
ments are based on ideas and techniques developed 
or tried in our Atlanta office to correct weaknesses 
and achieve these objectives.
Several surveys conducted by independent mar­
ket researchers show that many business clients 
aren’t aware of the full range of services offered by 
accounting firms, and tend to know little about lo­
cal accounting firms in general. In order to develop 
a usable system for planning and controlling the 
growth of services to our business clients, we de­
cided that one of the first things to do was to conduct 
a self-analysis of the office utilizing a simple tech­
nique employed by our MAS staff. Anyone who has 
wrestled with strategic planning will recognize the 
technique as a S.W.O.P.s analysis (strengths, weak­
nesses, opportunities and problems).
We had each partner give his perception of the 
offices S.W.O.P.s. The comments were confidential, 
candid and analytical. We all had the same goal in 
mind—to make the office a success.
Lets look at our findings in reverse order so that 
we end up on a positive note.
Problems and Opportunities
Our analysis was that competition is keen in 
Atlanta because most of the national firms have an 
office there and there are several good regional and 
local firms too. Comparison with other offices 
within the firm showed that the busy season was 
particularly heavy and scheduling staff to handle 
this resulted in considerable overtime. The third 
problem we noted was that some of our good clients 
had merged or been sold and that we were no longer 
performing any services for them.
To begin with, the economies of Atlanta and the 
sunbelt region were good. Atlanta, in particular, 
because of its new airport, was enjoying a boom of 
international businesses establishing offices or dis­
tribution points in the vicinity. Second, our firm had 
excellent name recognition in the major school dis­
tricts of Georgia because of a successful organiza­
tional study we had performed for the Atlanta 
school board.
Weaknesses
We discovered poor efficiency in the conduct of 
some audits which resulted in overauditing, and we 
were experiencing turnover of staff at the crucial in- 
charge and senior levels. The office also suffered 
from insufficient client development activity on an 
organized basis.
There were instances of poor service to clients, 
such as untimeliness of financial statements and tax 
returns. Too much attention was being paid to the 
smaller, less worthwhile clients and the good ones 
were not being contacted on a consistent basis 
throughout the year.
We were too busy firefighting and failed to utilize 
the help of our good clients in getting new business. 
None of us felt comfortable telling law firms, alumni 
and our good clients that we would like the oppor­
tunity to render services to their associates, contacts 
and friends.
Another weakness was our lack of visibility to 
clients, most of whom only knew and had occasional 
contact with two or three people from our office. We 
didn’t have target lists of prospective new clients 
and were not making use of other partners or staff
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members in joint efforts for practice development. 
Further, we were reluctant to take economic risks on 
new clients.
The staff was not utilized in practice development 
activities because of our belief that only partners 
could perform this role. On the other hand, because 
partners and managers billing rates were high com­
pared with staff's rates, we thought they couldn’t or 
shouldn’t get involved with audits. We were overly 
concerned with percentage of standard.
Other weaknesses that came to light were failure 
to expand services to existing clients and failure to 
match our people’s performances with rewards. 
Rank and engagements were decided on the basis of 
seniority. We were unable to evaluate practice de­
velopment efforts regarding initial contacts, pre­
sentations, closings, servicing accounts and ex­
panding the practice.
There were many substandard accounts in the 
office and partners were reluctant to bill full value 
for services. We suffered from a lack of follow-up in 
the billing and collection of accounts receivable. 
Fees were billed after deliverables were completed 
and little progress billing and collection efforts 
were performed.
Strengths
We knew we had technical competence in our MAS, 
tax, audit and review departments; and that we had 
good variety in our client base and good relation­
ships with several law firms. The age spread among 
the partners was another plus factor and we enjoyed 
a high partner to staff ratio.
The conclusions we reached from our S.W.O.P. 
analysis were that we had a solid, strong base on 
which to build and that most of our weaknesses 
were symptoms of poor management and poor atti­
tudes. We believed though, that attitudes, like work 
habits, performance and quality could be changed. 
Drawing from these conclusions, and with the 
assistance of our MAS coordinator, we developed a 
strategic plan.
To try to change attitudes of partners and staff, we 
began conducting regularly scheduled in-house lo­
cal office professional education seminars (LOPES). 
The purpose is to educate staff as to the expertise 
and capabilities we have in the Atlanta office and 
the services we can offer. Instructors are assigned 
from all levels in the firm including entry-level 
accountants. Attendance is mandatory for all.
The LOPES initially met with resistance, with 
staff members thinking that they would have to sit 
through a couple of hours of technical talk. Instead, 
the sessions began to create an awareness of what 
other people in the firm did, and it wasn't long 
before people volunteered to give presentations on 
topics in which they were interested or had skills in 
the hope that it would result in the sale of a service 
to clients.
The next step was to open partners’ meetings to 
include managers. The objective was to get fresh 
viewpoints—new ideas and perspectives on run­
ning the Atlanta office. We found that the managers 
weren’t at all intimidated but made suggestions for 
improving the operation of the office. They weren't 
willing to just accept long established procedures 
but questioned why we did certain things.
We also scheduled periodic staff meetings for in- 
charge accountants and monthly update meetings 
for tax and audit department staffs. The idea was to 
create a team spirit and to let people find out how 
their peers and supervisors were solving problems 
and helping clients. We still have these meetings.
We introduced internal performance reports to 
establish criteria for individual performance eval­
uation and encouraged staff members to become 
involved in various administrative duties. This was 
so that they would not have to develop these skills 
overnight on becoming partner. Some of these ac­
tivities include billing, collection of accounts re­
ceivable and practice development efforts.
We also wanted to eliminate the “my client” atti­
tude and have the most suitable person deal with a 
client. To do this, we reassigned client respon­
sibilities which both gave us a fresh look at our 
clients and enabled us to expand services to them. In 
turn, this led us to organize what we call our client 
service teams, in which audit, tax and MAS profes­
sionals are assigned to each major client.
The techniques employed included preparing an
(Continued on page 6)
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Ideas for the Growth and Development 
of the Local Accounting Practice
It may have been the thought of the cold winds 
beginning their assault on Chicago; or the image of a 
few games of tennis on well-kept clay courts; and 
yes, it may even have been the idea of gaining in­
sights into operational problems of other medium­
size local accounting firms. In any case, this Chicago 
CPA found himself in Hilton Head Island, South 
Carolina, for three days of Continuing Professional 
Education (CPE) sponsored by the South Carolina 
Association of CPAs.
“Assuming Partner Responsibility" the Level V 
course at Hilton Head, was excellent. I highly rec­
ommend the course for those professionals having 
just assumed partnership responsibility or who will 
be doing so in the near future. The manual provided 
superb reference materials in such areas as “In­
creasing Partner Chargeable Dollars," "Time Man­
agement," “Analysis of Internal Financial State­
ments,” and “Partner Compensation and Related 
Partnership Agreements,” to name a few.
The structure of the course maneuvered the pro­
fessional away from the purely technical, applica­
tion-type instruction to concentrate on those 
administrative concerns which need to be pursued 
at the partnership level. In addition, it helped ease 
the transition to partner to see other accountants 
struggling with the added burden, or shall we say 
opportunity, of running a business. The course gave 
me some excellent ideas in the administrative 
arena. Please appreciate that the concepts cross a 
broad spectrum but all reach for growth and de­
velopment of the local accounting practice.
Some of these ideas are as follows:
Take a few minutes to list the five least profitable 
clients per billing manager and partner. These cli­
ents are usually smaller companies who have diffi­
culty maintaining adequate records and are chronic 
complainers concerning the size of the fees. At a 
group discussion, decide whether these clients 
should be retained. While it is difficult for practi­
tioners to consider out-placement of current clients, 
there are several benefits.
□ Most likely, too much time is being spent for too 
few fees, and outplacement can probably free 
personnel to do other things for more impor­
tant clients.
□ The client will be appreciative of your concerns 
if you can place him with a firm that can 
provide his level of service at an acceptable fee.
□ The staff will begin to realize that the firm is 
discerning in the type of clientele being sought 
and this concept will remain with people as 
they begin working on practice development.
As your practice grows, greater emphasis may be 
placed on achieving a predetermined number of 
chargeable hours per partner. Accordingly, partners 
may be hesitant to pursue nonchargeable extended 
luncheons or incur the lost time in traveling to and 
from clients. To circumvent losing client contact 
when work is not being performed, consider estab­
lishing lower variable rates for practice develop­
ment client visits. One firm utilized a rate of $10 per 
hour for this type of time. By at least incorporating 
chargeable hours for general discussion, partners 
will not be as hesitant to visit clients.
The importance of clients’ bookkeepers is often 
overlooked. One firm at the conference sponsors a 
seminar for clients’ bookkeepers and asks them to 
bring along any friends they think might be inter­
ested. Invariably, these friends are bookkeepers of 
companies not being serviced and may provide an 
opportunity to develop new clients. The seminar 
should be on basic areas such as changes in payroll 
deductions, computerized bookkeeping systems 
and basic cash-flow analyses. These topics can be 
presented by seniors or staff level personnel to give 
them experience in seminar presentation.
Spend two hours with key personnel in a brain­
storming session devoted solely to responding to 
one question: "What new products have we de­
veloped in the past three years?” The dialog should 
flow freely and will probably produce some excel­
lent practice development ideas.
In the area of personnel development, consider 
separating the annual performance review from the 
annual salary review. After discussing this concept 
at our conference, it became obvious that if the 
reviews are combined, staff members will be overly 
concerned with their new annual salaries and will 
not pay enough attention to problems or concerns 
about past performance and how these can be im­
proved. Staff counseling is important enough to 
warrant a separate session.
All junk mail—sales brochures for office and ac­
counting supplies, etc.—can be gathered together 
by the mailroom personnel and kept in a separate 
box for two to three days before being destroyed. It is 
thus available should anyone wish to review it but 
high billing personnel are discouraged from spend­
ing 15 to 30 minutes each day combing through such 
publications.
One firm, wishing to expand its 1040 tax prepara­
tion client list, reviews the new real estate sales each 
week. Setting a minimum purchase price for the 
purpose, the firm sends letters to the new owners 
congratulating them on their acquisitions. At the 
same time, the firm is introduced to these people, 
which could result in additional 1040 work.
-by Irwin H. Lerman, CPA 
Chicago, Illinois
Practicing CPA, January 1984
4
Ratios in Computer Prepared 
Financial Statements
A big problem in serving small- and medium-size 
businesses is to convince owner/managers that fi­
nancial statements really can help in the day-to-day 
operation of the enterprise. One of the reasons for 
this is that many clients cannot relate to the sum­
marized figures in the income statement, and there­
fore do not have a clear picture of income costs and 
expenses. This difficulty can often be overcome 
through the use of ratios which each of the various 
items of income and expense bear to one particular 
value.
Among such values, the most popular ones to use 
are total sales or revenues. However, I believe a 
better one would be the unit of sales or service with 
which a particular business deals. Some examples 
are:
□ Automobiles sold by a dealer.
□ Prescriptions filled by a pharmacy.
□ Guest nights in a hotel.
□ Meals served in a restaurant.
□ Patient days in a hospital.
□ Repair orders in a service establishment.
If these values are divided into the various items 
of income and expense, clients will be able to see the 
familiar prices charged for merchandise or services 
and the associated cost and expense elements. This 
can help them determine operational strengths and 
weaknesses, and they can adjust marketing and 
pricing strategies accordingly.
In the days when financial statements were pre­
pared manually, obtaining such ratios was no more 
difficult than computing the percentages of total 
sales or revenues. Now though, as more and more 
financial statements are prepared on computers 
using canned programs, we find that many of these 
programs do not allow for the computation of any 
ratios except the one to total sales.
A few programs permit the use of statistical val­
ues not part of the accounting entries. Some provide 
for the selection of a divisor which is the balance in 
any of the income or expense accounts as a basis for 
the computation; but they don't permit the use of 
statistical values not posted to a general ledger ac­
count. However, here one can fool the computer.
In these circumstances, the statistics can be set up 
in two adjacent general ledger accounts by general 
journal entry, one as a credit, the other as a debit. 
The program still makes the computation as a per­
centage and, for this reason, the statistical value 
used must be multiplied by 100. This, of course, is 
only a crutch because, more likely than not, the 
ratios will be printed with a percentage sign, when 
actually, these are dollar per unit figures. However, 
if it helps clients understand, even a temporary ex­
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pedient should be used until one finds a better 
program.
There are two types of financial statement pro­
grams available for microcomputers. The cheaper 
ones use the chart of accounts as a formatting device 
and intersperse the conventional account numbers 
with, so-called, nonposting accounts to print head­
ings, subtotals or totals. This results in the program 
author deciding what users need.
The better programs contain a report-writing 
procedure that permits users to specify the contents 
and format of each printed line. Information needed 
to run a business can thus be generated, and per unit 
figures of each item of income and expense should 
be high on this list. Even if programs with such 
capabilities are more expensive and require more 
effort to use, practitioners who are interested in 
providing clients with quality services are really left 
with no choice about which type to select.
-by Manfred E. Philip, CPA 
Boulder, Colorado
A Letter to Staff
What at most times is considered a challenge, can, at other 
times, seem just a frustrating work experience. Realizing 
this, a Salt Lake City, Utah, practitioner, Joseph P. Leverich, 
distributes a letter to staff members to lift their spirits and 
stimulate ideas. A synopsis follows.
Remember that our stock-in-trade is not just account­
ing but dealing with people. It is an honor to be entrusted 
with the work, responsibility and authority, and we must 
be worthy of that trust and respect. The respect of others 
comes from their recognition that we are serious about 
our work, while self-respect comes from knowing that we 
are doing a good job.
A group of satisfied clients does more for our name, self- 
respect and bank balances than anything that could be 
achieved through advertising or public relations efforts. 
Next to satisfied clients, it is we who can do the firm the 
most good. We have a duty to live creative and enriching 
lives and to develop and enjoy ourselves.
One of the best places to enjoy ourselves is at work. And 
if we work hard and become good at what we do, the 
financial rewards will follow. At times, almost all of us 
think we might be happier doing something else. But 
usually, we can achieve greater satisfaction by cultivating 
what we are already doing. Any job, after all, is what we 
make of it.
We have a talisman that can attract clients and open 
doors for us—our good name. But like a brass plate, our 
image must be polished each day if it is not to tarnish and 
lose its power.
Speak well of our competitors and respect them be­
cause worthy opponents sharpen our skills. But rise above 
the competition and always make the benefits of our work 
exceed its cost to our clients.
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Measuring Office Productivity 
to Increase Profitability
The main reasons for measuring productivity are to 
evaluate the efficiency of current practices and sys­
tems and to identify opportunities for improving 
performance. This is achieved by selecting the best 
ways to perform office functions to meet the organi­
zation's goals and by establishing achievable and 
measurable work standards that motivate staff 
members to improve output.
Many firms believe they cannot measure staff 
members efficiency because they lack the data with 
which to gauge productivity and assess employee 
work attitudes. Consequently, many office tasks are 
deemed unmeasurable and key decisions con­
cerning efficiency and cost-effectiveness of opera­
tions are made without specific, quantified infor­
mation.
Although assessing productivity and employee at­
titudes is difficult in a nonmanufacturing environ­
ment, a great deal of technical expertise is no longer 
required. Several new techniques make the job rela­
tively straightforward.
Before productivity can be measured, it is often 
necessary to break each task down into its compo­
nent activities and estimate the amount of time 
needed to complete each one. In an office, work can 
often be done in any number of ways, and it is 
impractical to develop a precise time for each com­
ponent activity. Consequently, administrators have 
used subjective judgment to manage office work 
and evaluate employee productivity. However, man­
agers may now choose from three objective methods 
of productivity measurement. These are: simplified 
predetermined time standards systems, self-logging 
and work sampling.
The first of the three methods is the most accu­
rate, but until recently, it required a level of techni­
cal expertise unavailable in most offices. Now there 
are several systems available, such as MODAPTS 
(modular arrangement of predetermined time stan­
dards), developed in Australia, which are relatively 
simple for nontechnical people to learn and use.
Most traditional work measurement approaches 
cannot assess tasks that require thinking as opposed 
to those activities that are purely physical. The sec­
ond method—self-logging—can be used to assess 
the many, sometimes discrete, tasks performed by 
office workers. The data are gathered from em­
ployees who keep simple daily time records for a 
short study period. They record how much time 
they spend on specific activities and indicate the 
volume of work completed during the day. Work 
standards are developed from this data.
The computer has eliminated most of the drudg­
ery associated with self-logging—the sorting, tab­
ulating and manipulation of data—and has made 
this technique economically attractive to even small 
firms that wish to develop accurate work standards. 
But for those firms willing to sacrifice some degree 
of detail and accuracy, work sampling is an easier 
and less costly method.
Based on the laws of probability, work sampling 
relies on the random observation of employees to 
determine the relationship between major catego­
ries of activities such as working time versus idle 
time. One observer, who need not be a highly trained 
work-measurement analyst following a rigid time­
table, can simultaneously observe several em­
ployees. Computer aids are available to assist in 
calculating the minimum number of observations 
needed to achieve a given degree of accuracy and in 
tabulating the study results.
Attitude surveys are often the best way to deter­
mine employees’ perceptions and feelings about 
their jobs and working environment. Such surveys 
can help identify problems and their underlying 
causes and provide a standard for future compari­
son. More specifically, they can be used to
□ Obtain before/after measurement of results.
□ Identify training needs.
□ Appraise perceived leadership qualities.
□ Evaluate company policies.
□ Assess supervisor/staff relationships.
□ Promote staff involvement in and support for 
company programs and objectives.
In an employee attitude survey, the number and 
structure of questions to be asked are crucial varia­
bles. These must be precisely defined in order to 
elicit objective answers about such issues as job 
satisfaction, internal motivation and job 
performance.
It is essential that the survey is properly struc­
tured to address specific and relevant issues and 
that the results are published and put to use. If 
nothing is done, the experience is frustrating for all 
concerned. However, if the information is used to 
improve conditions, staff morale and productivity 
will improve too. Office workers have lagged behind 
workers in manufacturing operations in efforts to 
measure productivity. Nevertheless, today's tech­
nology makes it possible to measure what used to be 
considered unmeasurable—and to size up a firm’s 
chances of increased productivity and profitability.
-by Victor F. Albanese and Kathryn J. Wolf 
New York, New York
Editors note: Mr. Albanese is a specialist in work mea­
surement, productivity improvement and employee 
motivational programs, and Ms. Wolf specializes in 
higher education and other institutions for Peat Mar­
wick Mitchell & Co.
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Some Thoughts on What Makes 
Partnerships Healthy
Increased client load, a need for companionship and 
an urge to create an accounting firm that can be 
perpetuated are among the reasons why local prac­
titioners take in partners. But although most part­
nerships are begun with high expectations, all too 
often, some end with recriminations.
People who are always negative or who avoid ex­
pressing an opinion can help ruin a partnership, as 
can individuals who dominate every conversation. 
What a partnership needs are people who get things 
going, who seek information and evaluate decisions. 
A partnership also needs people who can harmonize 
disagreements, keep track of abandoned ideas and 
reintroduce the best ones. The following comments 
which are based on conversations with members of 
the St. Louis MAP committee during a consultation 
visit to the area, highlight some types of actions that 
should be avoided because they can cause problems 
in a partnership. Instead, consider the alternative 
suggestions. For example, don’t
□ Take in partners too early, too quickly or in 
clusters. Don’t feel obligated to create partners 
and keep in mind that two staff members who 
joined the firm together need not necessarily 
become partners together. Develop written cri­
teria for prospective partners and evaluate 
each candidate according to those criteria.
□ Create a second-class citizen syndrome by giv­
ing new partners too small a cut. By the end of 
an individual’s second year, compensation 
should be tied to productivity.
□ Have executive committees that exclude some 
partners from the decision-making processes. 
It is unwise to treat your partner as an 
employee.
□ Refuse to delegate decision-making authority 
to newer partners. It is a shortsighted policy 
because withholding authority and respon­
sibility inhibits personal growth and stifles 
initiative.
□ Fail to review firm goals. Hold a partner retreat 
at least once each year. Develop both short- and 
long-range plans and review them regularly.
Participation in the decision-making process at 
all levels of the firm should be encouraged. People 
are more likely to support decisions they help make.
-by Jay Nisberg
Jay Nisberg & Associates 
14 Pelham Lane 
Ridgefield, Connecticut 06877
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The Successful Executive
A recent community bulletin of the Parent Teach­
ers Association in New York contained this de­
scription of the successful executive
□ The boss drives his people; 
the leader coaches them.
□ The boss inspires fear;
the leader inspires enthusiasm.
□ The boss says “I";
the leader says “we."
□ The boss fixes the blame for the breakdown; 
the leader fixes the breakdown.
□ The boss says how it is done; 
the leader shows how it is done.
□ The boss says "go”;
the leader says, "Let’s go."
Client Development Attitudes
(Continued from page 2)
analysis to identify levels of influence within the 
client’s organization, determining the client’s 
S.W.O.P.s, developing a list of client needs and their 
priorities and anticipating the client’s long-range 
plans. Then we had a team develop a plan for execut­
ing the client’s strategies. The plan included com­
munication with the client by letter and phone 
concerning our activities, responsibilities for carry­
ing out the plan, letting team members know about 
the different services being provided and making 
sure that we follow up.
In addition to these steps, we started to publish 
periodic in-house publications of engagement briefs 
so that everyone on the staff would be aware of our 
capabilities. An engagement brief is a two- to three- 
paragraph description of a client service oppor­
tunity based on actual engagements performed pri­
marily by the tax and MAS staff.
The introduction of word processing equipment 
and microcomputers as in-house management tools 
and for the development of client service applica­
tions has also helped. We have been able to improve 
our efficiency and expand services to clients in tax 
planning, cash flow analysis, operating budgets, etc.
To help change attitudes outside the firm, we have 
held seminars and social events such as golf tourna­
ments for clients, referral sources and prospective 
clients. We held an open house when we moved into 
our new office and, in return for sponsoring one of 
their concerts, had the Atlanta Chamber Players 
provide music for us in the lobby. For a cost of $500, 
we had the additional benefit of the firm being 
named as sponsor in their concert program and 
promotional literature. We have offered our services 
for presentations at professional gatherings and, as 
a regular part of our audit program, make use of a 
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questionnaire to identify client needs. We also dis­
tribute brochures and bulletins that specifically ad­
dress client service expansion opportunities for 
which we have in-house capabilities.
In summary, these techniques were a two­
pronged approach. They have helped us to educate 
partners and staff to make them cognizant of the 
firm’s capabilities and to change their attitudes 
toward client development. The techniques have 
also allowed us to communicate our capabilities to 
the clients total business and management needs.
The intangible benefits to date are an increased 
awareness of client service opportunities, improved 
firm visibility and client loyalty and the instillment 
of a one-firm concept. There have also been some 
tangible benefits. During the last three fiscal years, 
we have maintained a controlled increase in total 
personnel and have been able to emphasize growth 
in the areas of management advisory and client 
accounting services. Improvement in individual 
efficiency is shown by an increase of approximately 
80 chargeable hours per year—a 15 percent increase 
overall. Bottom-line results have improved substan­
tially. Rate realization is up almost 50 percent, fees 
have increased by almost 70 percent and operating 
income has improved by 130 percent.
The prevailing attitude, now, in the office is how 
can we best serve the client. As a result of this atti­
tude, clients' perception of our practice is not just of 
a firm that is oriented toward a specific project, but 
of a CPA firm that can meet their total business 
needs.
—by Gale D. Eidson, CPA 
Atlanta, Georgia
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May, p.3., August, p.3., November, p.3.
How to Obtain Material for Your Firm Newsletter. Arthur
Lodge. February, p.7.
How to Value Your Firm’s Services. August, p.5.
How, Why, When and Whether to Admit Partners. July, p.1.
Human Relations as an Accounting Skill. Randall G.
Sleeth and John B. Sperry. April, p.5.
Improving Productivity. Robert B. Martin. January, p.2.
Increasing Your Originality. July, p.3.
IRAs: Another Viewpoint. Henry T. Cooper. May, p.7.
Letters to the Editor. (All about letters to the editor.) Hil­
ary Silverman. January, p.5.
Letters to the Editor. (Filing systems.) Robert A. Ortalda, 
Jr. and Christine A. Lauber. October, p.3.
Letter to the Editor. (Dismissing clients.) Peter H. Bur­
gher. March, p.4.
Letter to the Editor. (Insolvency work.) David S. Mork, 
July, p.7.
Letter to the Editor. (Maternity leave.) E. William Trim­
ble. September, p.3.
Letter to the Editor. (Quality control.) Marlyn D. Felsing.
November, p.7.
(The) Life Cycle of a Partner. (The stages from selection to 
termination.) December, p.6.
(A) Look at One Firm’s Partnership Agreement. David S. 
Goldberg. February, p.5.
(A) Look at the Office of the Future. John A. Short. March, 
p.2.
Managing a Service Business. Alan B. Kimmel. April, p.2.
Managing Staff. October, p.7.
Maternity Leave. July, p.4.
. . . (and) Meeting the People Behind the Voices. (Taking 
staff to meet clients.) Steven N. Delit. September, p.5.
Mergers and Acquisitions. (The role of CPAs.) December, 
p.3.
Movers and Shakers. (A report on peak performers.) Octo­
ber, p.2.
New CPA Video Journal Program Available. (Answering 
questions on SAS no. 43.) May, p.8.
New Gal in Town. (Practice development ideas for women 
CPAs.) June, p.1.
New Penalties Create Problems for Tax Preparers. Saul 
Braverman and John C. Williams. February, p.1.
1983 PCPS Conference Looks into the Future. February, 
p.5.
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1983 Small Firm Conference. January, p.3.
November 1977 to December 1982 Subject Index. June, 
p.3.
One Firm’s Professional Training Program. Leonard 
Zander. May, p.5.
Opening and Closing Procedures Checklist. (A standard 
approach for all audit clients.) December, p.4.
(The) Organizational Problems of Rapid Growth. Ronald 
G. Weiner. November, p.1.
(The) Organizational Problems of Rapid Growth (part II).
Ronald G. Weiner, December, p.1.
Partner Differences. Donald P. Zima. October, p.4.
Partner Retreats—a Supplement. September, p.5.
Personal Communication—Essential in a Practice. Mike
McCaffrey. April, p.3.
Planning for Client Development. Alan R. Morris. May, p.1.
Planning Retirement from a CPA Practice. Mario J.
Zangari. March, p.1.
Plugging Profit Leaks. Dan M. Warren. May, p.2.
Questions for the Speaker. (Practice development.) April, 
p.4.
Questions for the Speaker. (Practice development.) Janu­
ary, p.6.
Questions for the Speaker. (Staff classifications.) October, 
p.6.
(The) Recovery Ahead. (Learning from past events.) W. 
Alan Simmons. September, p.7.
Retreat to the Future. Charles W. Jenkins. September, p.4.
(A) Role for the Paraprofessional? Mike G. Kirkpatrick.
July, p.3.
Salesmanship and the CPA, Ronald L. Frandsen. Septem­
ber, p.1.
(The) SBA's PASS System. (Helping smaller companies 
obtain government work.) May, p.8.
Small Firms—Big Response. (Tax preparation and review 
checklists.) May, p.2.
Specialization in a Small Town. September, p.7.
Speeches—Speeches. (Aids for members giving speeches.)
May, p.7.
Staff Participation. (Staff involvement in training ses­
sions.) November, p.8.
Staff/Partner Ratios. August, p.7.
Strategic Planning. May, p.6.
Suggested Review Items Regarding Buy-Sell Agreements.
November, p.6.
Tax Tips. (Aids for a tax season speech.) February, p.2.
Terminating Employment. July, p.2.
This Summers MAP Aids. (The MAP Handbook Supple­
ment.) July, p.6.
Travel Tips—Fire Safety. June, p.7.
Travel Tips. (Preventing lost luggage.) March, p.8.
(The) Winning Ways of IRAs. Christopher Dungan. Sep­
tember, p.3.
Women in Accounting. (The number of women in the pro­
fession.) June, p.2.
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